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Impact of Customer Service on Customer Satisfaction: Empirical Evidence 
from Nigerian Banking Industry 
Abstract 
Ogunnaike, Olaleke 0. & Ogbari, Mercy 
Department of Business Studies 
Covenant University, Ota, Ogun state 
It is the perfonnance of sen,ice that creates true customers: customers who buy more and who influence 
others to buy. Two hypotheses were fomzulated in this study and appropriqte statistical techniques 
employed to test the hypotheses were multiple regression and correlation. It was discovered that there 
is a relationship between customer service and customer satisfaction. The results also show that there 
is a relationship between gender and customer service. Conclusion was drawn and it was recommended 
based on the findings of the study that the banks should focus more on their customers rather than on 
the products and services, which ·tlzey sell because customers are the true business of every company. 
Key Words: Customer Service, Customer Satisfaction, Sen,ice Quality, Service, Banking 
1. Introduction 
T he days of a .customer adopting one product or company for life are long gone. With easy access and global competitiveness, customers are often swayed by advertising and a chance at a "better deal." Quality levels and features between competing brands and organizations are often comparable. The 
thing that separates competitors is their level of service. It is not uriusual for customers to switch back aiJd 
forth between products or organizations simply brcause of pricing, a bad iirsi 1rnpression from the organization · 
•)r lack of quality service. This is sometimes referred to as service chum. (Lucas, 2005). 
Satisfaction is the customer's evaluation of a product or service in terms of whether that product or service has 
met their needs and expectations. (Zeithaml and Bitner, 2003). 
Happy and satisfied customers behave in a positive manner. They will buy a lot from you and will give ydu a 
large share of their business. Customer satisfaction is derived largely from the quality and reliability of your 
products and services. (Curry and Curry, 2000) . • 
2. Statement of the Research Problem 
Customer service in our banking industry can be mistaken to mean customer delay and frustration. Almost 
every Nigerian bank encounters similar problems in meeting customer's expectation of services and cust?mer 
satisfaction. 
The issue of money transfer in banks is one major problem that customers of certain banks have been made to 
experience. In most cases, the customer hardly receives the payment of the money transferred into his account 
immediately. 
he long queues and huge crowds in the banking halls can be highly devastating and discouraging most times, 
especially when the weekend is near. Most times, this long queues are as a result of the breakdown of the 
computers used by these cashiers, sometimes it occurs as a result of the cashiers, pushing duty to one another, 
as to who is to attend to the customers or not. 
According to Lucac; . (2005), customer servit:<. is the ability of knowledgeable, capable, and enthus~astic 
employees to deliver products and services to their internal and external customers in a manner that satisfies 
identified and unidentified needs and ultimately results in positive word-of- mouth publicity and returr. . 
business. 
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Objective of the Study 
In this study, the researcher examines the effect of customer service on customer satisfaction 
The researcher also seeks to analyze the relationship between gender and customer ~atisfaction. 
3. The Significance of the Study 
In Nigeria, not much attention is given to the notion of providing consumers with quality service and 
satisfaction hence, some banks render weak services and thereby taking customers for granted. However, with 
the adv~nt of self - service technologies in business and globalization communications, as well as development 
in information technology including internet, Nigerian consumers will come tu know their rights and take 
necessary actions against companies that infringe upon their rights. This type of study is therefore very 
necessary to enlighten Nigerian bankers so that they can know how to render effective services that will satisfy 
their customers 
Although many scholars have ascertained the fact that customer service has positive effect on satisfaction but 
very few have been to explore and highlight the variables that constitute customer service in the Nigerian 
banking industry. 
4. Scope of Study and Limitation of the Study 
This study focuses on the effect of customer service on customer satisfaction. The respondents in respect of 
this study are the customers and individuals that patronize some three selected banks at Ota, Ogun state. 
This study was geographically limited to Covenant University Community and its environs at Ota, Ogun state. 
The purposive sampling technique was used because the study was limited to patrons of some three selected 
Banks located within the geographical area. 
5. Literature Review 
Lucas (2005) believes that customers are the most important people in any business; they are the purpose for 
which any business is in place. 
Satisfaction can result in a customer so loyal that it is very difficult for another seller to get the business. 
Sausfactior. ;s ;;. pcrsun·~ feelings of- pleasure or cisappointment resulting from comparing a product's 
perceived performance (or outcome) in relation to his or her expectations. (Kotler, 2000). SatisfactiOn 1s 
viewed as (Liu, 2005), a function of perceived performance and expectations. If performance matches the 
expectations, the customer is satisfied. If performance exceeds expectations, the customer is highly satisfied, 
and where performance falls short of expectations, the customer is dissatisfied. Excellent customer service is 
critical in creating brand identity and ultimate success. 
Today's fast-paced world is becoming increasingly characterized by technology- facilitated transactions. 
Growing numbers of customers interact with technology to create service outcomes instead of interacting with 
a service firm employee. Self-service technologies include automated hotel checkout, banking by telephone, 
and services over the Internet, such as federal express package tracking and online brokerage services. Much 
less, research has investigated customer interactions with technological interfaces (Bitner, Brown, & Meuter 
2000, Dabholkar, 1996). 
Based on the concept of PZB (1985) and Zeithaml (1988), consumers see the process of service quality 
formation as employing both interior and exterior attributes of low-level production quality or service quality , 
passing through an internal united comparison, and proceeding to establish a higher level of perceived service 
quality. 
According to Lee and Hwan (2005), the banking industry is traditionally conservative because of its traditional 
management methods and legal restrictions. This is due to the fact that high quality of business activities and 
price competition that is easily imitated, non -price competition can reach porter's (1980) differentiation of 
competitive superiority; moreover, non-price competition inevitably increases service quality and introduces 
new financial goods. 
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5. 1.1 Customer Service as a Deterlllinant of Customer Satisfaction 
With the fast pace of modem-day living, utilization of services has increased tremendously. Marketing 
practitioners and researchers, likewise, increased their activity momentum in this area of business. However, 
despite this fast pace and resultant emichment of service literature, the issue of perceived service quality 
remains elusive (Parasuraman, Zeithaml, and Berry 1985; Smith 1999). 
A review of literature reveals that major efforts have been anchored in the perspectives of Gronroos ( 1982) and 
Parasuraman, Zeithaml and Berry (1988). Gronroos Nordic perspective (1982, 1984) viewed service quality in 
global terms of functional 'and technical quality. In contrast, the American perspective of Parasuraman, 
Zeithaml and Berry (1988) zeros in reliability, responsiveness, empathy, assurances, and tangibles, all related 
to or dependent upon the service encounter process. Carman (1999) found that since service quality 
evaluations are highly complex processes, they could be expected to be at several levels of abstraction. Service 
quality construct confirms to the structure of a third-order factor model that ties service quality perceptions to 
distinct and actionable dimensions (Brady and Cronin. Jnr, 2001). 
Parasuraman et a!, (1988) who came up with the SERVQUAL model also known as the Gaps model, defines 
quality as the difference between customer' s expectation and their perception of the service delivered. The 
SERVQUAL instrument provides a method of measuring service quality. [t is the most frequently used 
measure of service quality (Mattson, 1994) and is based on five service quality dimensions (tangibles, 
reliability, responsiveness, assurance and empathy). Service quality is the result of human interaction between 
the service provider and the customer. (Liu, 2005). 
The relationship between service quality and customer satisfaction has received considerable academic 
attention in the past few years .. Many researchers have operationalized customer satisfaction by using a single 
term scale and many others have used multiple item scales. Service quality and customer satisfaction has been 
investigated, and results have shown that the two constructs are indeed independent, but are closely related, 
implying that an increase in one is likely to lead to an increase in the other (Sureshchandar, Chandrasekharan 
and Anantharaman, 2002). · ~ 
Accunling to ZeithamJ ·and Bitllet t._2003), sati::.facttOn and service quality anrfundamentally dttterent m terms 
of their underlying causes and outcomes. Although they have certain things in common, satisfaction is 
generally viewed as a broader concept, whereas service quality assessment focuses specifically on dimensions 
of service. Service quality is a component of customer satisfaction. 
Service quality is a focused evaluation that reflects the customer's perception of elements of service such as 
interaction quality, physical environment quality, and outcome quality. These elements are in turn evaluated 
based on specific quality dimensions: reliability, responsiveness, assurance, empathy and tangibles. 
Satisfaction, on the other hand, is more inclusive: it is influenced by perceptions of service quality, product 
quality, and price so well so situational factors and personal factors. 
According to Parasuraman, Zeithaml and Ben·y (1988), five principal dimensions that customers use to judge 
service quality include- reliability, responsiveness, assurance, empathy, and tangibles as shown below: 
Reliability: the ability to perform the promised services both dependably and accurately. Reliable service 
petformed is a customer expectation and means that the service is accomplished on time, in the same manner, 
and without errors every time. 
Responsiveness: the willingness to help customers and to provide prompt service. Keeping customers waiting 
particularly for no apparent reason creates unnecessary negative perceptions of quality. If a service failure 
occurs, the ability to recover quickly and with professionalism can create very positive perceptions of quality. 
Assurance: the knowledge and couttesy of employees so well so their ability to convey trust and confidence. 
The !!ssurance dimension includes the following features: competence to perform the service, politeness and 
respect for the customer, effective communication with the customer, and the general attitude that the server 
has the customer's best interests at heart. 
Empathy: the provision of caring, individualized attention to customers. Empathy includes the following 
features: approachability, sensitivity and effort to understand the customer's needs. 
Tangibles: the appearance of physical facilities, equipment, personnel, and communication materials. 1he 
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condition of the physical surroundings is tangible evidence of the care and attentions to detail that are exhibited 
by the service provider. This assessment dimension also can extend to the conduct of other customers in the 
service. 
6. Research Hypotheses 
In other to achieve the objectives of this study the alternative form of the two hypotheses tested are as follows: 
H 1: There is a relationship between customer service and customer satisfaction. 
H2, There is relationship between customer gender and customer satisfaction. 
7. Participants and Sampling Technique 
This study adopted a survey research design in which the purposive sampling technique was used to select 98 
participants. Their ages ranged from 18-65 yrs. A total of 110 copies of questionnaire were randomly 
distributed to the patrons (customers) of First Bank Oceanic Bank and Spring Bank. Out of this number, 98 
copies of the questionnaire were successfully re-trieved, of which they were all good enough for analyses. This 
accounted for 89% of the total distributed questionnaires. Table 1 presents the distribution and response rates 
and as well as the eventual number rate used for the analyses. 41 (41.8%) of the respondents were males, while 
57 (58.2%) were females. A further breakdown of the respondents showed that 85 (86.7%) indicated that they 
were single, while 12 (12.2%) were married and 1 (1.0%) is divorced. 
Table 1: Response Rate of Questionnaires Administered. 
Questionnaires Number Percentage 
Returned 98 89% 
Not Returned 12 11% 
Total 110 100% 
Source: Researcher's Survey Fmdmgs (2009) 
~. Nleasures 
The major source of data used in carrying out this research work is the primary and secondary source. The 
primary data was a more reliable source in this study which includes the use of questionnaire; the secondary 
data includes journals, library textbooks and non-governmental publications that were used in this study. It was 
a 14-item questionnaire with a five- point-rating format. Upon administration of the questionnaires to the 
respondents, we recorded a reliability co-efficient alpha value 0.88. Confirmatory factor analysis (CFA) 
reveals that there are four major factors that constitute customer service in Nigerian Banking Industry. The 
data collected on the two hypotheses and research question were analysed using multiple regression and 
correlation statistical techniques. 
9. Results 
The multiple regression and correlation statistical techniques were used to test the significance or otherwise of 
the two hypotheses postulated. This was carried out using the statistical package for social sciences. 
In table 2, the first hypothesis was tested using the multiple regression in respect of the impact of customer 
service on customer satisfaction. The results as shown below indicated that there is a significant relationship 
between the two at significant level of 0.0001. 
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Table 2: Multiple Regression Table 
Sum of 
Model Squares df Mean Square F 
1 Regression 65.058 4 16.265 42.691 
Residual 35.431 93 .381 
Total 100.490 97 
a. Predictors: (Constant), the employees are polite and friendly., the bank offers 
prompt services to their customers., the bank renders effective customer service., 
employees are willing to listen to the complaints. 
b. Dependent Variable: i am generally satisfied with their banking. 
Sig. 
.oooa 
In table 3 below, the second hypothesis was tested using the correlation method for the relationship between 
customer gender and customer satisfaction. The significant level of 0.045 indicated that there is a relationship 
between customer gender and customer satisfaction. 
Table 3: Correlation Table 
Correlations 
i am generally 
satisfied with sex of 
their bankil}g_. re~ondent 
i am generally satisfied Pearson Correlation 1.000 -.203* 
with their banking. Sig. (~-tailed) 
.045 
N 98 98 
sex of respondent Pearson Correlation -.203* 1.000 
Sig. (2-tailed) .045 
N 98 98 
*.Correlation is significant at the 0.05 level (2-tailed). 
10. Discussion of Findings 
The banks need to adapt more to technological advancement in order to render more effective customer 
service, as this would matter a great deal in its future operations. 
The automated teller machine services rendered by the banks have not stopped customers from demanding 
cash at the counter. 
The bank equipments and facilities installed to eliminate long queues needs to be more efficient and effective 
enough to ensure that customers are not inconvenienced when waiting in line. This is very impmtant because 
the study has revealed that a technology that is not properly integrated does not improve customer service. 
Management of each bank needs to adopt knowledgeable and capable employees that can ensure that 
customers are hardly delayed in the banks. 
The researcher has discovered that the degree of customer satisfaction can be determined by some identified 
variables. The researcher, as indicated below, developed a regression model: 
Where Y= the degree of customer satisfaction 
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B0= constant 
X1= prompt service 
X2=employees' willingness to listen to complaints 
X3= effective customer service 
~=employees' politeness and friendliness 
U= slack variable 
A regression of the collected data shows the following coeefficients 
Y= (0.07761 + 0.449X1- 0.0182JX2 + 0.188X3 + 0.32JX4 +-----------------U) 
Vol. 2, Nos. 1 & 2; LJ, ·n !Jer, 2011 
The coefficients show that customers place highest value on prompt service, followed by employees' 
politeness and friendliness. It is therefore necessary to put policies and structures in place in other to promote 
promptness of service to the employees. 
11. Recommendations 
The banks that will thrive in the future will be those that are able to focus more on their customers, rather than 
on the products and services, which they sell. Banks should have the interest of their customers at hemt, 
because customers are the true business of every company. 
Banks in Nigeria should not only adapt to technological advancement, but must ensure thilt the new employed 
technology makes for a prompt and a stress-free banking. 
There is need for each bank to apply the queuing technology to their banking system as this would help them 
to manage customers waiting in line, and productivity. 
Banks should embark on effective training and development skills that can help employees deliver prompt 
services to the customers. 
Banks should always try to engage in overtime banking that is, working extra hours, as this would profit 
working class individuals who do not have the opportunity to go to · the bank during their work hours. 
Moreover, this would profit the bank maximally, as they would increase the number of individuals that bank 
with them. 
Finally, bank operators should ensure that they avoid puffing promises that will unnecessarily raise the 
expectations of the customers as against the actual quality of service they are able to provide. 
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